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A Model of Experience Test for Web Designers
Ji Yong Park, Queensland University of Technology, Queensland, AUSTRALIA
Abstract: Usability is often regarded by the designer as a functionality test or a mechanic focused test. It seems to the de-
signer that the usability may neglect or ignore aesthetic and visual aspects of web site design. This paper argues the limit-
ations of traditional usability testing from the designer’s point of view by using the concept of user experience and levels
of interactivity. The user experience comes to a more comprehensive and systematic concept to the designer rather than a
test in functionality, and the levels of interactivity enables to understand the design elements from the user’s point of view.
The correlation between the user experience and the levels of interactivity suggests a new conceptual model of testing called
Experience Test that provides the way of evaluating the design elements in terms of the user’s quality of experience through
using three aspects: visual, functional, and inter-communicational. A hypothetical prototype website of online shopping
was developed and evaluated through the Experience Test. As a result, it shows a high possibility that the Experience Test
enables to help the designer to carry out web site design in terms of the interactive user experience and to actively participate
into the development process.
Keywords: Experience Design, Web Design, User Experience, Experience Test, Usability
Background
Usability and User Experience
USABILITY IS A crucial part of the designprocess and allows web sites to be built thatmatch the needs of their users. In general,
a usability test is used to increase function-
ality and accessibility of the web site through meth-
ods, such as interviewing and laboratory based obser-
vation (Preece et al. 2002). Usability examines the
targeted users to achieved specified goals in a spe-
cified context of use (Coble et al. 1997). Usability
testing checks the overall-friendliness of the product
and functionality testing analyses how well the
product performs on the users (Graham 1999). It
defines usability within a linear relationship between
a user and a product where the user is regarded as a
passive object. This view may be suitable for product
design but isn’t appropriate to web site design. If the
web site is regarded as a static page or product, there
is no scope for including the interactive user experi-
ence. According to Vredenburg et al (2002, p. 475),
many of the top 10 applied measures of UCD (User
Centred Design) Effectiveness are relate to the user
experience and emotional participation e.g. use of
user feedback, involvement of user experience. Us-
ability should be an integral part of the design pro-
cess and enhance the ability of a good design to cre-
ate a highly functional and usable web site (Kheterpal
2001).
Usability engineering methodology is a scientific
method that approaches web design systematically
so that anybody can discover user needs (Nielsen
2000). Nielsen (2003) also recommends getting us-
ability expertise into testing to fill gaps in domain
knowledge in a web site. However, Kantner &
Rosenbaum (1997) point out that heuristic evaluators
are not typical users of the web site and their evalu-
ation is not actual user data. Nielsen’s heuristics and
usability testing is ‘geared toward determining the
flaws in a specific interface through educated intu-
ition’ (Lenker 2002, p.11). In heuristic evaluation,
there is a gap between the test and the user needs
that can affect the user experience substantially either
positively or negatively. The gap may be derived
from an ignorance of the difference of the usability
and the user satisfaction that the former is related to
the functional issues in terms of interaction with a
web site and the latter is ‘a complex construct and
the culmination of the interactive user experience’
(Lindgaard 2006, p.7). Heuristic evaluation or gener-
al usability focused on functionality of websites often
presumes that minimalist design is the best solution
for web site design (Nielsen 2003), so that graphics
without effectiveness and efficiency of functionality
must be removed.
The International Usability Standard (IUS) (1998)
presents three concerns in terms of the use of the
product: effectiveness, efficiency and satisfaction.
Effectiveness is the term for the user’s achievement
of a specific goal; while, efficiency is the term for
the user’s performance in a given time. Effectiveness
and efficiency provide a guide for functionality of a
web site. However, it is not clear the extent to which
the IUS test assesses the user’s emotional experience
and subjective response. Furthermore, high effective-
ness and efficiency may not always accompany high
DESIGN PRINCIPLES AND PRACTICES: AN INTERNATIONAL JOURNAL,
VOLUME 2, NUMBER 1, 2008
http://www.Design-Journal.com, ISSN 1833-1874
© Common Ground, Ji Yong Park, All Rights Reserved, Permissions: cg-support@commongroundpublishing.com
satisfaction (Marcus 2003). According to Lenker
(2002, p.4) usability does not sufficiently address
human factors and is ‘overgeneralised and misap-
plied’. The feeling of satisfaction from an on-line
experience is an affective experience that can influ-
ence a web user’s attitude (Teo et al. 2002). In E-
commerce Usability, Travis (2003) defines satisfac-
tion as freedom from discomfort, and positive atti-
tudes towards the use of the web site. His definition
considers the user’s emotional experience in usability
and embraces user satisfaction. Satisfaction is an
emotional experience and an affective feeling and is
related to visual and aesthetic experience to some
degree (Karvonen 2000).
‘User experience is not about how a product works
on the inside (although that sometimes has a lot of
influence). User experience is about how it works
on the outside, where a person comes into contact
with it and has to work with it’ (Garrett 2003, p.10).
User experience goes beyond web site functionality
and works emotionally and affectively on the basis
of the interactivity. ‘Although most people think that
design is about what we see-the form, shape, propor-
tion, colour, and finish-the aesthetic value comes
from the whole experience, including gesture and
ritual, what we feel and hear, perhaps even what we
taste and smell’ (Moggridge 1999, p17). Since many
usability tests have been focused on the examination
of functionality of a website, the user’s aesthetic and
emotional experience has been excluded in the design
process or dealt with as the graphic designer’s task.
‘The graphic designer, on the other hand, is special-
ised in the design of the aesthetic means of effect,
and often tends to compose beautiful web sites which
suffer from a failure to consider the communication
aspects and usability aspects’ (Thorlacius 2002,
p.98). Unfortunately, many designers have a tend-
ency to be constrained within the information
provided by the developer or the mood and feeling
of the whole website separated from the user experi-
ence of design elements. Designers may not be able
to access design constraints such as ‘client con-
straints’ and ‘user constraints’ while they develop a
web site so that they have anticipate the client and
user’s expectation from their designer’s expertise
and experience (Chevalier & Iovry 2003, p.59).
Even though the designer is highly engaged in
usability issues, usability is often regarded as a
functionality test or a mechanic focused test and may
exclude the designer’s creativity. The mistake in us-
ability testing may derive from a belief that web site
always communicates functionally and intentionally
rather than visually and aesthetically (Thorlacius
2006). From the designer’s point of view a usability
test is required to formulate and examine the user
experience in terms of the various forms of interactiv-
ities via the design elements. The focus of usability
should be on the user experience that is a more
comprehensive and systematic concept to the design-
er rather than a test in functionality. The user exper-
ience is the concept enabling to connect aesthetic,
emotional and function of web sites in the design
process.
Interactivity and Web Design
The key feature of the user experience in web sites
is interactivity that is ‘the interaction between a hu-
man and the technological system’ (Bhatt 2004, p.4).
Understanding the interactivity in web site design is
equated with developing the design elements in terms
of how and what interactivity users experience. Inter-
activity is ‘the degree to which participants in a
communication process have control over, and can
exchange roles in their mutual discourse’ (Williams
et al. 1986; Teo et al. 2003, p.286). This project as-
sumes that the levels of interactivity in web design
can be determined by the degree of user’s participa-
tion and involvement in the web site or design ob-
jects. The web is a social technology that ‘enables
people to share experiences, to expose tacit know-
ledge, to make recommendations, and to discuss a
wide range of topics’ (Girgensohn & Lee 2002,
p.136). It is an imperative for the designer to integ-
rate the user experience into the design process in
terms of user’s involvement and participation
(Fleming 1998).
Web design provides the user with a positive and
memorable experience at the level of the interface,
as well as the interaction (McLellan 2000). The most
successful community requires the user’s active
participation (Kollock 1996). ‘Seeing web site design
in terms of a user’s participation introduces a signi-
ficant variable that is beyond visual and functional
design. It can be observed by tracing the user’s
various behavioural experiences during participation
and incorporated as design layout for the design
elements’ (Park 2007, p. 178).
There are many models of the levels of interactiv-
ity. Teo et al. (2003) suggest measure types of inter-
activity with three levels of interactivity; low, medi-
um and high interactivity. Wei, Liu & Zarki (2003),
and Carter & Lange (2005) also suggest three levels
of interactivity that are used to measure the user ex-
perience in e-learning. Barkhuus & Dey (2003) also
suggest three levels of interactivity in developing
mobile phone applications. Park (2007) defines the
Internet user types and design features in terms of
three levels of interactivity. ‘The three levels of in-
teractivity interrelate with the three types of the users
in terms of the user experience and design features’
(2007, p. 181). Park (2007) redefines the internet
user from the three difference perspectives to categor-
ise their identities in terms of the interactivity levels
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- from the visual design point of view, the internet
user can be called a viewer; from the functional
design point of view, they can be a user; from the
inter-communicational point of view, they can be a
participant. These three identities of the Internet user
correspond to three levels of interactivity so that a
design object can be developed by considering its
different types of the user experience within the
levels of interactivity (Park 2007). Therefore, the
level of interactivity and the concept of user experi-
ence enable designers to integrate the user experience
into web design elements and encourage them to
conceptualise and visualise it in various interactive
forms throughout the web site development process.
Experience Test
The experience in the online environment needs to
involve users with interactivity. To achieve direct or
active user experience, in other words, usability has
to evaluate the user experience in terms of interactiv-
ity because it greatly affects the user’s emotional
experience of the website (Scoresby & Hillise 2000).
The usability tester should address the web site as
interactive space, and the design elements must be
tested on the basis of the user experience rather than
mechanical functionality. The website design is to
organise and create the user experience on the basis
of the relationship and communication with content
and design elements within the interactive environ-
ment. As mentioned above, user experience in web
sites refers to an integrated experience as visual,
functional and inter-communicational experience
defined by the levels of interactivity.
The objective of a usability test does not only
evaluate a web site before the completion of a devel-
opment of a web site, but also provides a guideline
for the initial direction of development. Similarly,
the Experience Test provides a conceptual guideline
for the designers as well as testing the design ele-
ments in terms of its interactivity. The Experience
Test helps the designer to understand the user exper-
ience relevant to the web site and its design elements
that will be developed. The Experience Test consists
of three testing areas categorised from the interactive
user experiences: visual experience, functional exper-
ience, and inter-communicational experience. Each
category is to be assessed by its own levels of inter-
activity and the results are to be averaged and
presented as one experience for the design element.
The Experience Test could be conducted in an online
survey in order to involve the user in the real exper-
ience.
Each category of the Experience Test determines
the level of interactivity that consists of five levels
(a 5-point Likert-type scale) anchored between low
(1) and high (5): value 1 or 2 is low interactivity, 3
is medium interactivity, and 4 or 5 is high interactiv-
ity. The results of levels of interactivity in three cat-
egories will be averaged to show the value of the
user experience.
Visual Experience
The visual experience test of the Experience Test
aims to examine the levels of interactivity of the user
experience within the visual experience of a design
element. According to Table 2.1, the visual experi-
ence test also ranges from visual aspect to aesthetic
behavioural aspect. The former examines whether a
design element has been designed appropriately in
terms of traditional visual graphic principles; while,
the latter examines whether a design element has
been combined with functional features interactively.
The visual experience in the Experience Test covers
both graphical and functional features so that it
overcomes the isolation of visual elements as either
graphical or functional features within the mechanic-
al operation.
Table 2.1: Visual Experience Test Form: Visual to Aesthetic Behavioural
Aspects (Value)Levels of interactivity
Poor
Visual aspect
1 (low)
Substandard2
Standard3 (medium)
Better than standard
Aesthetic behavioural aspect
4
Extreme5 (high)
A high value in the visual experience test indicates
that the user has a satisfactory and positive experi-
ence of the design element. In contrast, a low value
in the visual experience test indicates that the design
element might be acceptable as graphics but might
not harmonise properly with interaction or it might
give a negative experience in terms of the use and
the relevance to its contents or structure. For in-
stance, the basic purpose of text is clear delivery of
information. The key features of text works well in
terms of readability and legibility. To get high read-
ability and legibility, traditional typography deals
with stable layout, appropriate typeface and font size,
a good contrast between font colour and background
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colour, and so on. Therefore, if text format is read-
able and its visual presentation is in harmony with
other elements, then it will get the point 3 that indic-
ates the standard in value of visual aspect. To achieve
the extreme interactivity in the visual experience,
the user might need some more interactivities relev-
ant to text information, such as a changeable
typeface, alignment or colour. Binding text informa-
tion with traditional visual graphics prevents the user
from the possibility of interactive experience. Inter-
preting a visual experience with the user’s behaviour-
al aspect as well as aesthetic aspect will allow an
interactive user experience.
Functional Experience
The functional experience test of the Experience Test
aims to examine the levels of interactivity of the
user’s functional experience of a design element.
According to Table 2.2, the functional experience
test consists of the control aspect and manipulation
aspect. The former examines whether a design ele-
ment has been designed appropriately in terms of
basic interaction with the user and functions;
whereas, the latter examines whether a design ele-
ment allows the user to manipulate functional fea-
tures in terms of the user’s communicational purpose.
A low level of interactivity in the functional experi-
ence indicates that the design element presents its
mechanical functions. Otherwise, a high interactivity
in the functional experience enhances the interactivity
between user and content via functions. Functions
within design elements are a unit that indicates its
mechanical operation; otherwise, functions within
interactive experience are a kind of messenger that
delivers its content or a particular experience to the
user. The functional experience examines the user’s
interaction with a function rather than the mechanical
operation itself.
Table 2.2: Functional Experience Test Form: Control to Manipulation
Aspects (Value)Levels of interactivity
Unnecessary
Control aspect
1 (low)
Poor2
Acceptable3 (medium)
Useful
Manipulation aspect
4
Extremely useful5 (high)
High values in the functional experience test indicate
that the user has a positive experience of a design
element in terms of its interaction functionally. Oth-
erwise, a low value in the functional experience test
indicates that the design element might be acceptable
in terms of its mechanical operation, but it is limited
technically or communicationally. For instance, text
information from the control aspect of the functional
experience test determines forms of presentation of
text information to achieve high readability and
legibility in the online platform (Internet browser).
Forms of presentation can include scrolling or page
based view with amount of texts and screen resolu-
tion. In the manipulation aspect, functional experi-
ence brings interactivities into the text information
in terms of the user’s activities relevant to it, such
as printing, downloading and transferring options.
The manipulation aspect of functional experience is
similar to the aesthetic behavioural aspect of the
visual experience test in the way that both respond
to the user’s interaction. However, the manipulation
feature considers the user’s external interaction in
relation to the design element.
Inter-Communicational Experience
According to Table 2.3, the inter-communicational
experience test of the Experience Test aims to exam-
ine the levels of interactivity of the user experience
in terms of the user’s involvement and participation
in the design elements and the web site. As there is
visual attraction in print media, there is communica-
tional attraction in online media that is a more inclus-
ive concept than the former. Inter-communicational
experience judges how much the user is involved in
the design elements or the website. Ultimately, high
interactivity will be achieved through active particip-
ation in the website. Low interactivity in inter-com-
municational experience is less attractive emotion-
ally. High interactivity in visual and functional ex-
perience relates to design elements directly; whereas,
high interactivity in inter-communicational experi-
ence leads to an interactive relationship with content
and structure of the web site, and other users through
a design element.
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Table 2.3: Inter-Communicational Experience Test Form: Involvement to Participation
Aspects (Value)Levels of interactivity
Very poor
Involvement aspect
1 (low)
Low satisfaction2
Average, but low participation3 (medium)
Medium participation
Participation aspect
4
High participation5 (high)
For example, a low value in the inter-communication-
al experience for text information brings the user
into low or non-engagement levels. At this level, the
user’s involvement might only provide additional
information, such as useful links relevant to the text
information. The inter-communicational experience
is limited to the interaction between the user and the
information, mechanically and structurally, rather
than communication between users via the design
element. If the user experience involves emotional
engagement and passive participation, it belongs to
medium level. In contrast, high interaction between
users through a design element enhances the user’s
communicational experience.
Method and Process
A hypothetical prototype website of online shopping
was designed considering the three aspects of the
Experience Test and the shopping page in it is the
main feature. The website is available online at ht-
tp://www.flashmobber.com.au. This section presents
the results and analysis for the website evaluated
through the ‘Experience Test’. The Post-Test is a
part of the interactive execution process in web
design (Lenker 2002, p.244 – 249) and consists of
open-ended and close-ended questions (Carstens &
Patterson 2005).
Method
The Experience Test aims to evaluate some design
objects and pages and the features of the shopping
page in the hypothetical prototype website in terms
of the user’s quality of experience through an online
questionnaire.
• Survey duration: 2 June 2005– 20 June 2005
• Survey method: online and anonymous survey
• User group: Undergraduate and postgraduate
students
• Respondents: 23 (Male 13 / Female 10)
This test was conducted for 19 days using a web-
based survey application, Clipboard 1.3 from
Pentri.com. 69 people were emailed regarding this
online test. The user group consists of 32 students
in Professional Doctorate in Design, Swinburne
University of Technology, 16 students in Bachelor
of Multimedia Design, Monash University and 21
students in Master of Multimedia, Monash Univer-
sity.
23 out of 69 students participated in this online
test (participation rate = 33.33 percent). The respond-
ents were expected to visit the hypothetical website,
and experience it freely. Then they visited the web
page containing the test questionnaire that was hyper-
linked from the homepage of the hypothetical web-
site. In the test page, once they consented to the terms
they were able to continue and complete the online
test. All participants were anonymous, and it was
considered that there is no chance of any adverse
consequences arising from the test proposed.
Limitations
As the participants’ demographics shows they are
design students and related to design, their design or
aesthetic preference may affect the test results to
some degree (Chevalier & Iovry 2003, pp.60 - 61).
The test presumes the three categories: visual, func-
tional and inter-communicational experience, are
equally important that measures each experience
with a 5-points scale. The participant may put more
importance on a specific experience so that a result
of the test item can reflect the user experience lim-
itedly.
Data and Results
Section 1. Personal Information
Personal information, the participants are computer
and Internet literate people. 86.9% of respondents
are using broadband for their Internet connection
and 56.5% have more than 5 years of Internet exper-
ience. The gender balance of participants was approx-
imately equal.
Section 2. Experience of Design Elements
In Section 2, the Experience Test evaluated experi-
ence of some design elements in the hypothetical
web site, with the following categories: Preloading
and preview feature in Sitemap and Shopping area
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(Q2.1, Table 4 – 1), Interactive navigation (Q2.2,
Table 4 – 1), Interactive banner ads and sound con-
trol (Q2.3, Table 4 – 1), and Interactive sitemap on
the home page (Q2.4, Table 4 – 1). Table 4 – 2
presents the descriptive statistics of the questionnaire.
All questions averaged more than 4.00 points.
Table 4 – 1: Section 2 Results
Q2.4Q2.3Q2.2Q2.1
4.574.574.224.22Visual experience
4.524.434.354.52Functional experience
4.434.304.004.30Inter-communicational experience
4.514. 434.194.35User Experience
Section 3. Experience of the Interactive
Design Units in the Shopping Page
Section 3 examined the user experience of the inter-
active design units in the Shopping page with the
following sections: browser management in the
shopping page (Q3.1 Table 4 – 2), Experience of the
shopping features in the Shopping Page (Q3.2 Table
4 – 2), Experience of Comparing Prices at Amazon
in the shopping page (Q3.3 Table 4 – 2), Experience
of the Video Conference in the shopping page (Q3.4
Table 4 – 2) and Experience of ‘Pros & Cons’ in the
shopping page (Q3.5 Table 4 – 2). Table 4 – 2
presents the descriptive statistics of the questionnaire
and overall design units achieved quite high values
– an average of 4.21 points.
Table 4 – 2: Section 3 Results
Q3.5Q3.4Q3.3Q3.2Q3.1
4.484.224.574.134.00Visual experience
4.263.964.574.224.17Functional experience
4.173.964.353.964.09Inter-communicational experience
4.304.514. 504.1 04. 09User Experience
Section 4. The Integrated Overall
Experience of the Site
Table 4 – 3 shows the result of the overall experience
of the site. It marked 4.31 overall that proves they
have a good experience with the site in terms of the
visual, the functional and the inter-communicational
experience.
Table 4 – 3: Section 4 Results
Q4.1
4.48Visual experience
4.26Functional experience
4.22Inter-communicational experience
4. 31User Experience
Analysis and Conclusion
According to the results of the Experience Test, there
were three items which marked less than 4.0 points
and these may need to be improved such as the inter-
communicational experience of Shopping page
(Q3.2, Table 4 – 2) and the functional and inter-
communicational experience of Video Conference
page (Q3.4, Table 4 – 2). The testing results for the
main feature of the hypothetical website, Section 3
about the Shopping page, achieved quite high values
of overall experience – an average of 4.24 points.
Synthetically, overall experience of the site is suc-
cessful in terms of the interactive user experience.
In consequence, the Experience Test is designed
to help the designer to examine the user’s interactive
experience via the design elements, with three cat-
egories and integration of the results as a whole ex-
perience. The Experience Test was conducted for
testing overall experience of the hypothetical website.
The Experience Test can be applied to any design
objects depending on the understanding and range
of test objects within a web site. Ultimately, it sug-
gests the designer keeping the levels of interactivity
DESIGN PRINCIPLES AND PRACTICES: AN INTERNATIONAL JOURNAL, VOLUME 2180
and three aspects of experience design in mind while
they are creating a design element and a web site.
Considering and testing a design element with three
different categories before and after of the production
can suggest the designer to involve in the process
and to respond the user experience on the design
element synthetically.
The future work is definitely going to apply the
Experience Test to different genres of web sites and
make this model more applicable in the design pro-
cess. Questionnaire for the three categories should
be designed from the testing participants’ understand-
ing and language so that it enables the participants
to evaluate the design element with the three categor-
ies. Furthermore, the measurement scales of each
category of the test may require more studies to be
adjusted depending on the objective of the web site
design.
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